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Today,  97%  of  the  Fortune  Global  500  rely  on  VMwaref  the  global  leader  in  virtualization.  We 
helped  your  enterprise  become  cloud-ready.  Now  that  you’re  embracing  cloud  computing,  we 
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offer  the  best  path  to  a  secure,  managed  and  controlled  environment.Because  it’s  not  just  about 
getting  to  the  cloud.  It’s  about  getting  to  your  cloud.  VTTIWG 

The  power  behind  your  cloud. 


Visit  vmware.com/whiteboard 


Can  your  data  management  strategy 
keep  up  with  massive  data  growth? 


Don't  back  up.  Solve  Forward. 

The  only  challenges  greater  than  the  ones  IT  leaders  face  today  are 
the  ones  they'll  face  tomorrow.  That  reality  is  the  guiding  force  behind 
CommVault's  Solving  Forward®  approach  to  data  and  information 
management. 

While  you  may  know  us  best  as  a  backup  company,  our  expertise  and 
unique  single-platform  Simpana®  software  go  way  beyond  backup. 
CommVault  delivers  industry-leading  solutions  for  the  most  vexing 
data  management  challenges  you  face  today,  and  for  those  you  will 
face  tomorrow. 

More  than  15,000  customers  that  have  helped  make  CommVault  the 
world's  fastest  growing  data  storage  software  company  trust  us  to 
help  them  protect  and  realize  the  untapped  value  of  their  data. 

Isn't  it  time  you  found  out  why? 


solve  forwa 


Learn  more  about  CommVault 
and  our  Simpana  software  on 
February  1st  at  SolveForward 
2012,  an  eye-opening  virtual 
event  exploring  the  challenges 
and  solutions  that  will  shape 
the  modern  data  center. 


Visit  www.commvault.com/ 
registerme 

Or  call  888-746-3849 


commvault 
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FROM  THE 

EDITOR  IN  CHIEF 


Beyond  Gut  Feel 

Sometimes  complexity  is  our  friend.  We  tend  to  forget  that  in  the  bar¬ 
rage  of  talk  about  simplicity  that  surrounds  us  these  days  (blame  it  on  the 
election  year).  Yet  easy  answers  to  complex  problems  are  always,  as  H.L. 
Mencken  once  observed,  “neat,  plausible,  and  wrong.” 

Consider  a  business  function  as  basic  as  pricing  your  products.  Once 
you’ve  covered  back-end  costs  and  hit  a  desired  profit  margin,  it’s  a  wrap, 
right?  You’ve  got  an  answer  that’s  neat,  plausible,  and— in  this  era  of  social 
media  and  fluctuating  customer  demand— probably  wrong. 

“Good  pricing  combines  experience  and  gut  instinct  with  data  analysis, 
internal  costs  and  external  customer  behavior,”  writes  Senior  Editor  Kim 


CHATTER 


A  CIO  Changes  Gears 

Following  American  Airlines'  bankruptcy 
announcement,  Monte  Ford  decided  to 
step  down  as  CIO  on  the  last  day  of  2011 
Senior  Editor  Kim  S.  Nash  interviewed  Ford  to 
get  his  thoughts  on  the  company's  progress, 
his  successor,  and  what's  next  for  him  after  11 
years  as  CI0  of  the  airline.  Ford  says  his  proud¬ 
est  accomplishment  was  developing  staff,  say¬ 
ing  the  way  you  treat  and  reward  people 
matters.  Fie  plans  to  explore  opportunities  in 
teaching  and  consulting,  but  says  no  matter 
where  he  lands  next,  he  wants  to  make  a  big 
difference,  www.cio.com/article/696595 


S.  Nash  in  our  cover  story  (“The  Art  and  Science  of  Pricing,”  Page  20).  “But 
to  get  there  takes  new  technology  and  a  new  attitude.” 

That  new  attitude  needs  to  come  from  you,  the  CIO.  That  means  stepping 
into  the  fray  with  your  CMO  or  head  of  sales  to  offer  fresh  thinking  about 
more  advanced  methods  of  evaluating  customer  pricing. 

Our  story  tracks  this  emerging  role  CIOs  are  playing  in  pricing  decisions 
at  a  diverse  selection  of  companies,  including  Coca-Cola,  Waste  Manage¬ 
ment,  Aspen  Skiing  and  Dial  Global,  a  radio  syndication  network.  What 
they  all  have  in  common  is  reward  and  recognition  for  the  strategic  value  IT 
brings  to  the  pricing  table.  For  some,  that  means  combining  statistics  pack¬ 
ages,  revenue  optimization  software  and  social  media  feedback  to  figure  out 
if  customers  are  willing  to  pay  more.  For  others,  it’s  about  holding  prices 
steady  during  a  recession  while  offering  other  perks  to  increase  services’ 
perceived  value  to  customers. 

“This  is  not  about  technology  but  insights,”  says  CIO  Javier  Polit  of  Coca- 
Cola’s  bottling  investments  group. 

“The  financial  returns  associated  with  pricing  initiatives  far  exceed  any 
other  IT  initiatives,”  says  Puneet  Bhasin,  CIO  of  Waste  Management,  a  $13.5 
billion  trash  and  recycling  company.  “It  becomes  a  competitive  edge.”  Math¬ 
ematicians  and  statisticians  are  part  of  a  special  decision  sciences  group  in 
his  IT  department.  Last  year,  their  price  optimization  work  yielded  an  extra 
$218  million  (about  2  percent  of  revenues).  “I’m  not  saying  decision  sciences 
pricing  is  always  right,”  Bhasin  adds,  but  “it  does  better  than  supply-side 
pricing  or  pricing  based  purely  on  gut  feel.” 

So  if  you’re  looking  for  the  next  strategic  sweet  spot  for  IT  at  your  com¬ 
pany,  consider  whether  the  price  is  right. 


Apple's  Cool  Factor 

Apple  products  have  the  cool  factor  that 
wins  users  over,  but  what  does  that  mean 
for  the  enterprise?  Senior  Online  Writer 
Tom  Kaneshige  credits  Apple  with  helping 
people  do  more  work  outside  the  office 
and  with  the  consumerization  of  IT. 
Kaneshige  spoke  with  an  expert  from  Tek- 
serve,  who  says  that  although  Apple  has 
changed  how  we  work,  it  still  has  a  ways  to 
go  toward  meeting  standards  of  interop¬ 
erability  and  communication. 
blogs.cio.com/node/16722 

Outsourcing  Overload? 

A  successful  venture  with  an  outsourcer 
can  produce  great  results  for  IT,  but  some¬ 
times  it  can  cause  an  outsourcing  bug. 
Contributing  Writer  Stephanie  Overby 
says  there  are  seven  signs  that  suggest 
you're  outsourcing  too  much.  Overby 
spoke  with  experts  who  say  having  your 
outsourcer  at  all  CXO  strategy  meetings 
and  leaving  conference  rooms  to  go  to  ven¬ 
dor  meetings  are  among  the  common 
indicators  that  you  need  to  do  more  work 
in-house,  www.cio.com/article/697510 


Compiled  by  Editorial  Assistant  Lauren 
Brousell.  Have  a  comment  about  a  story  in 


Maryf  ran  Johnson,  Editor  in  Chief,  CIO  Magazine  &  Events 

mfjohnson@cio.com 


this  issue?  Goto  www.cio.com/issue/ 
20120201  or  write  to  ietters@cio.com. 
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"This  deluge  of  data  isn't  stopping, 
But  with  Dell's  storage  solutions, 
our  system  was  able  to  absorb  it." 

Steven  Smith 

CIO  t-  i'  t;  .  -  ■  r:  !  ^  1  : 

AccuWeather,  Inc. 


To  read  the  full  story, 
scan  here  or  text 

EIT  to  DELL4U  (335548) 


Do  more  with  Efficient  IT 

See  how  we  help  AccuWeather  manage  the  incredible 
data  growth  associated  with  providing  weather 
forecasts  to  hundreds  of  millions  of  mobile  devices  with 
Dell  storage  solutions,  featuring  Fluid  Data™  technology. 
Learn  more  at  Dell.com/EfficientlT 


D0LL 


The  power  to  do  more 


Standard  message  and  data  rates  apply 
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FROM  THE  CEO 

Hadoopalooza 

You  can't  have  a  conversation  in  today’s  business  technology  world  with¬ 
out  touching  on  the  topic  of  big  data. 

Simply  put,  it’s  about  data  sets  so  large— in  volume,  velocity  and  vari¬ 
ety— that  they’re  impossible  to  manage  with  conventional  database  tools. 
In  2011,  our  global  output  of  data  was  estimated  at  1.8  zettabytes  (each 
zettabyte  equals  1  billion  terabytes).  Even  more  staggering  is  the  widely 
quoted  estimate  that  90  percent  of  the  data  in  the  world  was  created  within 
the  past  two  years. 

Behind  this  explosive  growth  in  data,  of  course,  is  the  world  of  unstruc¬ 
tured  data.  At  last  year’s  HP  Discover  Conference,  Mike  Lynch,  executive 
vice  president  of  information  management  and  CEO  of  Autonomy,  talked 
about  the  huge  spike  in  the  generation  of  unstructured  data.  He  said  the 
IT  world  is  moving  away  from  structured,  machine-friendly  information 
(managed  in  rows  and  columns)  and  toward  the  more  human-friendly, 
unstructured  data  that  originates  from  sources  as  varied  as  e-mail  and 
social  media  and  that  includes  not  just  words  and  numbers  but  also  video, 
audio  and  images. 

Given  the  rise  of  big  data,  I’m  sure  you’re  hearing  the  buzz  around 
Apache  Hadoop,  the  software  framework  that  supports  data-intensive  dis¬ 
tributed  applications  under  a  free  license.  It  enables  applications  to  work 
with  thousands  of  nodes  and  petabytes  (a  thousand  terabytes)  of  data.  It 
certainly  looks  like  the  Holy  Grail  for  organizing  unstructured  data,  so  it’s 
no  wonder  everyone  is  jumping  on  this  bandwagon.  A  quick  Web  search 
will  show  you  that  in  just  the  past  few  months,  companies  including  EMC, 
Microsoft,  IBM,  Oracle,  Informatica,  HP,  Dell  and  Cloudera  (to  name  a  few) 
have  adopted  this  software  framework. 

What  I  find  even  more  notable  is  that  companies  such  as  Yahoo,  Ama¬ 
zon,  comScore  and  AOL  have  turned  to  Hadoop  to  both  scale  their  busi¬ 
nesses  and  lower  storage  costs. 

According  to  some  recent  research  from  Infineta  Systems,  a  WAN  opti¬ 
mization  startup,  traditional  data  storage  runs  $5  per  gigabyte,  but  storing 
the  same  data  costs  about  25  cents  per  gigabyte  using  Hadoop. 

That’s  one  number  any  CEO  will  remember. 

So  get  ready  for  Hadoopalooza  2012.  I’d  love  to  hear  what  you’re  doing 
to  tackle  big  data  storage,  so  please  drop  me  a  line  anytime. 


Michael  Friedenberg,  President  and  CEO 

mfriedenbGrg@cio.com 
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Sogeti’s  Windows  deployment  gives  your  employees  the  flexibility  to  work  the  way  they  need  to. 


Your  employees  expect  a  rich,  seamless  user  experience  across  multiple  devices.  Sogeti  lets  them  be  more  productive  any  way  they  like. 
That's  because  we  believe  the  best  solutions  aren't  based  on  hardware  or  technology,  but  on  the  way  people  work.  We’ve  performed  more 
Windows  deployments  than  anyone,  so  your  cost-effective,  secure  solution  will  be  up  and  running  fast.  And  you’ll  forget  you  ever  worried 
about  application  compatibility.  Speak  with  one  of  our  Windows  Deployment  specialists,  and  you'll  get  an  estimate  in  half  an  hour.  Playing 
high-tech  hopscotch  couldn’t  be  easier. 


Sogeti 


sogeti.com 


Scan  here  to  visit  our  Flexible  Workstyle  Resource  Center, 
where  you  can  learn  more  about  what  sets  our  deployments  apart. 
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The  Power  of  Foursquare 

Seven  Innovative  Ways  to  Get  Your 
Customers  to  Check  in  Wherever  They  Are 

By  Carmine  Gallo 

Monetizing  location-based  social  media  is  a  hot  topic  for  CIOs,  and  this 
book  shows  how  checking  in  can  be  a  useful  tool  for  brand  distinction. 
Gallo  gathered  insight  from  merchants,  marketers  and  the  founders 
of  Foursquare.  She  also  shares  case  studies  from  companies  such  as 
Jimmy  Choo,  which  had  employees  check  in  at  fashionable  hangouts 
and  rewarded  customers  who  met  them  there.  McGraw-Hill,  $25 
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Break  Your  Own  Rules 

How  to  Change  the  Patterns  of  Thinking 
that  Block  Women's  Paths  to  Power 

By  Jill  Flynn,  Kathryn  Heath  and  Mary  Davis  Holt 

BOOK  As  more  women  move  into  leadership  roles  at 
top  companies,  they  gain  the  power  to  not  only  influ¬ 
ence  the  future  of  their  companies  but  also  change  the 
mind-set  that  says  men  must  rule  the  world.  The  authors, 
who  have  coached  over  5,000  women,  believe  that  once 
women  make  up  30  percent  of  the  top  leaders  in  America, 
the  country  will  reach  a  tipping  point  wherein  women 
will  have  lasting  influence.  But  until  we  get  there,  women 
should  be  careful  to  put  their  needs  first,  as  that’s  critical 
to  their  success.  Wiley,  $25.95 

Find  Your  Next 

Using  the  Business  Genome  Approach  to  Find 
Your  Company's  Next  Competitive  Edge 

By  Andrea  Kates 

BOOK  Netflix  and  iTunes  are  regularly  held  up  as  inno¬ 
vative  business  ideas  within  industries  in  flux.  Kates, 
known  as  “the  brand  whisperer,”  examines  how  the  ser¬ 
vices  were  developed  to  keep  up  with  the  ever-changing 
digital  landscape.  Her  framework,  called  the  business 
genome,  lays  out  six  steps  to  staying  competitive,  includ¬ 
ing  finding  that  one  intangible  thing,  “the  secret  sauce,” 
that  differentiates  you  from  your  competitors.  You  don’t 
want  to  copy  what  others  are  doing;  real  innovation 
comes  from  starting  your  own  trends.  McGraw-Hill,  $30 


The  Start-Up  of  You 

Adapt  to  the  Future,  Invest  in  Yourself, 
and  Transform  Your  Career 

By  Reid  Hoffman  and  Ben  Casnocha 

BOOK  Co-written  by  Linkedln  founder  Hoffman,  this 
book  advises  professionals  to  manage  their  careers  the 
way  they  would  manage  a  startup.  Adopt  an  entrepre¬ 
neurial  mind-set,  they  say,  by  quickly  adapting  to  change 
and  building  strong  connections.  Twitter  founder  Jack 
Dorsey  is  cited  as  an  example  because  he  explored  other 
ventures  alongside  his  career  priorities.  The  book  also 
shares  specifics,  such  as  the  best  time  to  make  strategic 
moves.  Crown  Business,  $26 

The  Customer  Experience  Edge 

Technology  and  Techniques  for  Delivering 
an  Enduring,  Profitable  and  Positive 
Experience  to  Your  Customers 

By  Reza  Soudagar,  Vinay  Iyer  and  Dr.  Volker  G.  Hildebrand 

BOOK  One  of  the  first  things  you  do  when  considering 
buying  a  new  product  is  check  out  the  price,  right?  These 
authors  say  consumers  are  now  more  concerned  with 
the  quality  of  the  experience,  citing  Apple  as  a  prime 
example.  To  succeed  the  Apple  way,  they  say  companies 
should  bond  with  customers  so  they  grow  loyal  to  your 
products.  McGraw-Hill,  $30 


Compiled  by  Editorial  Assistant  Lauren  Brousell.  To  tell  us  what 
you're  reading,  write  to  letters@cio.com. 
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•  Intel®  Xeon®  5600/5500  Processor  Series  Support 

•  Up  to  1 92GB  Memory  per  Node*  and  2.56TB  in  7U  SuperBlade'  Enclosure 

•  PCI-E  2.0  xl  6  Expansion  in  Twin  SuperServer 

•  2.5"  HDD  Models  /  Configurations  Available 

•  Redundant,  High-Efficiency  (94%+)  Platinum  Level  Power  Supplies 

•  GPU  Support  Available  (6026TT-G) 

•  Remote  Management  IPMI  2.0,  Media/KVM  over  LAN 

•  QDR/DDR  lnfiniBand,1  OGbE  Ethernet  Onboard  Connectivity  Options 


TwinBlade® 

Highest  Compute  Density 
20  DP  Nodes  and  2.56  TB  in  7U 
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*  * 


2UTwin 

2  Hot-Pluggable  Cable-less  DP  Nodes 
6x  3.5"  HDDs  Per  Node 
NVIDIATESLA  GPUs  optional 
6026TT-G 


lUTwin™ 

2x  DP  Nodes  in  1U 
4x  2.5"  HDDs  Per  Node 
1026TT 


2UTwin™ 

4  Hot-Pluggable  DP  Nodes 
8x2.5"  HDDs  Per  Node 
2026TT 


2U  Twin 

8  Intel®  Atom™  Nodes  in  2U 
8x  2.5"  HDDs  Per  Node 
2015A-HTRF 


www.supermicro.com/twin 
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Dave  Mariani 

VICE  PRESIDENT  OF 
ENGINEERING,  KLOUT 

Dave  Mariani  has  architect¬ 
ed  and  delivered  the  world's 
largest  and  most  scalable 
databases,  business  intel¬ 
ligence  platforms  and  cloud 
based  data  stores,  including 
150TB+  Oracle  warehouses, 
16TB  MOLAP  cubes  and 
30+petabyte  Hadoop  data 
warehouses.  Prior  to  Klout, 
Dave  was  CTO  for  Blue- 
Lithium,  driving  the  sale  of 
the  company  to  Yahoo!  for 
$300M.  At  Yahoo!,  Dave  ran 
data  and  analytics  engi¬ 
neering  for  Yahooi's  web 
properties  and  advertising 
businesses. 


FOR  MORE  INFORMATION: 

Visit  www.microsoft.com/sql 
and  www.klout.com.  Or  view 
Dave  Mariani's  webcast  at 

www.cio.com/msftklout 
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From  Information  to  Insights 

Klout  uses  Microsoft  Business  Intelligence 
and  Hadoop  on  Big  Data  to  deliver  on  its  value 
proposition  and  create  new  offerings. 


Social  networking  analysis  site  Klout  is  in 
the  business  of  measuring  online  influence. 
Vice  President  of  Engineering  David  Mariani 
explains  how  deriving  insight  from  large  vol¬ 
umes  of  data  is  key  to  the  company’s  success. 

How  does  Klout  benefit  from  collecting 
data  on  its  users'  online  activities? 

Data  is  at  the  heart  of  our  business;  it’s  what 
makes  the  Klout  value  proposition  pos¬ 
sible.  We  process  billions  of  user  data  signals 
-  posts  coming  from  Facebook,  Twitter, 
Linkedln,  or  blogs,  as  well  as  retweets,  “likes,” 
and  mentions  -  from  the  social  web  every 
day,  and  with  that  data  we  help  users  leverage 
their  digital  voice  and  help  brands  connect 
with  key  influencers.  Just  like  search  engines 
came  up  with  page  ranks  to  help  people  sort 
through  all  the  documents  on  the  web  and 
surface  the  most  relevant  content  for  search, 
we  do  the  same  thing  for  people.  We  help  in¬ 
fluencers  in  a  number  of  different  areas  reach 
their  audience. 

How  do  you  make  sense  of  all  this  data 
you  collect? 

There  are  billions  of  signals,  and  a  lot  of  it 
is  noise,  so  we  have  to  pair  analytics  and 
science  to  filter  out  the  noise.  In  order  to  do 
so,  we  store  and  process  large  quantities  of 
very  granular  data  with  Hadoop,  which  is  a 
Java-based  programming  framework  that 
supports  the  processing  of  large  data  sets  in 
a  distributed  computing  environment.  We 
don’t  want  to  aggregate  the  data  too  soon, 
since  you  never  really  know  what  you  need 
to  do  with  the  data  until  trends  and  insights 
reveal  themselves.  Hadoop  is  great  for  storing 
and  processing  lots  of  data  cheaply,  but  it’s  not 
great  at  doing  any  kind  of  interactive  analysis 
or  querying.  So  we  use  Microsoft  SQL  Server 
Analysis  Services  as  a  super  index  or  cache 
that  we  put  on  top  of  Hadoop  to  be  able  to 
take  advantage  of  all  that  raw  data  and  query 
it  at  scale.  We  picked  SQL  Server  Analysis 
Services  (SSAS)  because  it’s  a  full-featured 
business  intelligence  engine  that  provides 


a  true  business  view  of  our  data  in  the  form 
of  a  cube  with  measures  and  dimensions, 
delivering  a  rich  semantic  layer  on  top  of  raw, 
unstructured  Hadoop  data;  it’s  also  inex¬ 
pensive,  has  widespread  query  tool  support, 
great  documentation  and  most  importantly  it 
scales.  If  you  have  to  run  a  query  and  go  have 
a  cup  of  coffee  it's  not  as  valuable  as  being 
able  to  do  it  at  the  speed  of  thought  and  get 
answers  the  second  you  hit  the  keyboard.  Our 
average  query  time  is  under  10  seconds,  and 
we're  talking  about  accessing  almost  half  a 
trillion  rows  of  data. 

Why  is  being  able  to  mine  this  data  so 
important? 

Klout  generates  information  from  data.  If  we 
were  just  collecting  and  storing  signals  there’s 
no  value.  So  we  have  to  have  a  foundation  for 
collecting  and  storing  data,  but  it’s  the  science 
and  intelligence  that  allows  us  to  create  infor¬ 
mation  from  data  and  gives  Klout  users  and 
partners  the  value  they’re  looking  for. 

Can  you  give  an  example  of  insight  you 
gained  from  analyzing  data  that  has 
helped  your  business? 

Sure,  one  trend  we  uncovered  using 
Microsoft’s  BI  tools  was  that  the  average 
Klout  user  retweets  15  times  more  than  a 
non-Klout  user  on  Twitter,  and  a  Klout  user 
tends  to  have  13  times  as  many  Twitter  fol¬ 
lowers  than  non-Klout  users.  This  means  we 
can  tell  Twitter  that  a  Klout  user  will  be  a  lot 
more  active  on  their  network,  so  there's  more 
value  created  and  more  opportunity 
to  monetize. 

Also,  we’re  working  on  new  consumer 
tools  that  use  this  business  intelligence  to 
identify  exactly  what  kind  of  content  has  the 
most  impact.  So  when  you  tweet  something 
we  can  tell  if  someone  else  did  something 
with  it,  or  if  it  fell  on  deaf  ears. 

It  all  comes  down  to  using  business 
intelligence  to  be  able  to  identify  what  kind 
of  content  is  valuable  and  important,  and 
which  is  not.  ■ 


PHOTO  BY  PETER  MURPHY 


Amazon's  Kindle  vs.  Barnes  and  Noble's  Nook  is  the  new  Coke  vs.  Pepsi,  and  neither  retailer 
wants  to  fizzle  out.  Both  companies  are  marketing  their  latest  e-readers  as  tablets,  good  not  just  for 
reading  but  for  all  entertainment,  including  browsing  the  Web,  watching  movies  and  playing  games. 

Bigger,  richer  Amazon  sells  the  less  expensive  device,  but  Barnes  and  Noble  hopes  it  can  still 
outmaneuver  its  rival  by  stepping  up  its  analytics  game  and  luring  would-be  buyers  off  the  side¬ 
lines.  Less  than  two  years  ago,  Barnes  and  Noble  kept  more  than  a  dozen  separate  databases  of  sales, 
operations  and  customer  data.  When  managers  wanted  to  analyze  it,  they  asked  the  business  intel¬ 
ligence  group  to  run  reports,  says  Marc  Parrish,  vice  president  of  retention  and  loyalty  marketing 
at  Barnes  and  Noble.  The  company  now  runs  a  roughly  100-terabyte  database  built  on  Teradata 
servers,  in  part  to  more  quickly  and  accurately  figure  out  which  consumers  are  likely  to  buy  a  Nook. 

Using  business  intelligence  is  the  right  move,  says  Rob  Enderle,  principal  analyst  at  the  Enderle 
Group,  but  it  might  not  be  enough.  ►  ► 
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•  •  •  •ll°/o  Twitter  users  who  say  that  reading  celebrities'  tweets  is  a  major  reason  they  use  the  service.  Pew  Re  enter 

. 87%  Of  people  who've  download  an  app  recently,  those  who  have  also  used  deal-of-the-day  sites,  k 
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►  ►  Analytics  Continued  from  Page  11 


“You  want  to  make  sure  you’re  not  spend¬ 
ing  money  on  people  who  would  not  consider 
buying  your  product,”  he  says.  “If  you  can’t 
spend  more  than  your  competitor,  you  have 
to  spend  smarter.” 


Profile  of  a  Data  Thief 

A  study  by  forensic  psychologists  finds  that  "insider  IP  thieves" 
tend  to  steal  intellectual  property-such  as  trade  secrets, 
price  lists  and  source  code-as  they  leave  the  company  to 
join  a  competitor  or  startup, 
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Stayin'  Alive 

The  e-reader  battle  emerges  as  the  $7  billion 
Barnes  and  Noble,  like  many  media  compa¬ 
nies,  faces  an  uncertain  future.  Borders,  its 
biggest  rival  in  physical  retailing,  went  under 
last  year.  In  May,  Liberty  Media,  an  $11  billion 
media  conglomerate,  offered  to  buy  Barnes 
and  Noble  for  $1  billion,  only  to  withdraw 
the  offer  and  instead  make  a  less  risky  $204 
million  investment  in  the  company.  Then  just 
before  Halloween,  the  bookseller’s  CFO  left. 

Sales  at  Barnes  and  Noble’s  retail  stores  continue  to  decline 
while  online  sales  rise.  The  Nook  and  its  content  contribute 
significantly  to  online  sales:  Digital  books  outsell  physical  ones 
three  to  one  at  bn.com. 

The  company’s  new  database  allows  managers  to  run  their 
own  reports  using  statistical  analysis  tools.  But  more  important, 
they  can  now  look  at  company- 
wide  data  on  more  than  60  mil¬ 
lion  customers  for  new  insights 
on  consumers. 

Parrish  says  the  tipping  point 
that  inspires  a  Nook  purchase  is 
unique  to  each  customer  base. 

For  example,  women  known  to 
buy  romance  novels  are  prime 
candidates  for  the  Nook,  which 
lets  users  read  material  without 

flashing  book  and  magazine  covers.  And  a  tween  girl  who  has 
let  her  Nook  go  dormant  may  be  coaxed  to  return  when  Barnes 
and  Noble  sends  her  reviews  or  recommendations  of  young 
adult  fiction.  What  doesn’t  work  is  bombarding  people  with 
coupons.  “We  want  to  have  a  positive  experience  with  them  so 
they  stay  with  us  in  the  future,”  he  says. 

Indeed.  “The  Nook  may  very  well  be  what  allows  Barnes  and 
Noble  to  continue  as  a  business,”  Enderle  says.  “If  Barnes  and 
Noble  can’t  make  it  a  hit,  they’re  pretty  much  done.” 

Contact  Senior  Editor  Kim  S,  Nash  at  knash@cio.com.  Follow  her  on 
Twitter:  twitter.com/knash99. 
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Characteristics  of  a  typical  insider  data  thief: 

«•*  A  man,  37  years  old  (on  average) 

Works  in  a  technical  position  such  as  scientist, 
engineer  or  programmer 

Is  authorized  to  access  the  data 

Takes  action  after  a  professional  or  personal  setback 


SOURCE:  SYMANTEC,  DECEMBER  2011 


If  you  can't 
spend  more 
than  your 
competitor,  you 
have  to  spend 
smarter." 

-Analyst  Rob  Enderle 


IPhone  Users 
Hog  Data 

IPhone  users  have  been  downloading  more 
data  than  their  networks  can  handle  since  the 
device  was  first  introduced.  But  the  iPhone 
4S  takes  data  consumption  to  new  levels, 
according  to  a  report  published  by  network- 
management-software  vendor  Arieso. 

Owners  of  the  iPhone  4S  download  almost 
three  times  as  much  data  as  users  of  the 
iPhone  3G,  which  Arieso  uses  as  the  bench¬ 
mark,  and  twice  as  much  as  the  iPhone  4. 
Upload  traffic  is  also  growing,  putting  more 
strain  on  networks. 

The  addition  of  Siri  and  iCIoud  to  the  4S 
is  partially  to  blame,  says  Michael  Flanagan, 
Arieso's  CTO.  Flanagan  believes  other  smart¬ 
phones  will  show  similar  usage  patterns  as 
more  vendors  bundle  or  integrate  cloud  stor¬ 
age  with  their  products. 

Given  all  that,  it's  clear  that  the  capacity 
issues  plaguing  mobile  operators  around  the 
world  will  worsen  in  2012,  Arieso  writes  in 
its  report  advising  operators  to  bring  base 
stations  closer  to  users  by  making  better  use 
of  smaller  base  stations.  Flanagan  thinks  net¬ 
work  deployment  will  grow  increasingly  per¬ 
sonalized,  and  the  placement  of  base  stations 
will  be  driven  by  the  most  extreme  users. 

-Mikael  Ricknas 


*  *  •  51%  Adults  who  get  info  about  local  businesses  online.  Pew  Research  center  •  •  *75%  College  students  who  say  they're 
unlikely  to  scan  a  QR  code.  Arch  ival  •  •  *  15%  Internet  users  who  say  online  content  lacks  credibility,  university  of  southern  California 
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Always 

available 


Enterprise 

Cloud 

Solutions 

Secure,  enterprise-grade,  private,  public  and  hybrid 
cloud  solutions  with  contractually  guaranteed  up  time 
levels.  All  backed  up  by  decades  of  experience  and 
proven  availability  expertise.  Always. 


Managed  IT  Services.  Recovery.  Cloud. 

Find  out  more  at  www.sungardas.com 


SUNGARD 

Availability  Services 
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Make  IT  Irreplaceable 

How  do  you  turn  captive  users  into  loyal  customers?  Start  by  asking  whether 
they'd  use  your  IT  operation  for  their  next  project,  by  niel  nickolaisen 


We  all  know  that,  given  the  availability 
of  hosted  software  and  cloud  options, 
going  around  IT  is  easier  than  ever. 
So  how  can  we  make  sure  that  our  IT 
service  customers  become  our  biggest 
fans  and  start  to  think  of  IT  as  irreplaceable? 

Over  the  years  I’ve  tested  various  ways  of  measuring 
customer  satisfaction,  but  they  tended  to  be  overly  com¬ 
plex  and  therefore  rarely  used.  I  have  tried  face-to-face 
interviews,  online  surveys  and  post-project 
questionnaires.  But  none  of  my  customers 
seemed  really  interested  in  any  of  these. 

Then,  a  few  years  ago,  I  read  a  Harvard  Busi¬ 
ness  Review  article  that  described  the  only 
metric  we  will  ever  need.  In  this  article,  Fred 
Reichheld  introduced  the  concept  of  the  net 
promoter  score  (NPS).  The  NPS  is  derived 
by  asking  customers  how  willing  they  are  to 
recommend  products  and  services  to  their 
friends,  families  and  co-workers.  When  I 
first  heard  about  NPS,  I  thought  to  myself, 

“Nice  idea,  but  it  probably  does  not  apply  to 
IT.”  I  just  could  not  imagine  someone  telling  their  friends 
about  the  wonderfulness  of  an  IT  department  they  are 
forced  to  use. 

Then  I  started  thinking  about  Buff.  Buff  is  my  car 
mechanic.  Buff  just  might  be  the  greatest  mechanic  on  the 
face  of  the  earth.  I  don’t  make  a  car-related  move  without 
Buff.  Buff  is  scrupulously  honest.  Some  years  ago.  Buff 
replaced  my  front  brakes.  About  40,000  miles  later,  the 
brakes  were  making  noise,  so  I  took  my  car  back  to  Buff 
and  asked  him  to  check  out  the  problem.  He  called  me  later 
that  day  to  tell  me  I  needed  new  brakes.  He  then  asked  me, 
“Didn’t  I  already  do  those  brakes?”  Yes,  I  told  him,  but  that 
was  around  40,000  miles  ago,  so  it  was  time  for  a  re-do. 
Buff  paused  for  a  moment,  then  said,  “Those  brakes  should 
have  lasted  longer  than  40,000  miles.  I’ll  replace  them,  but 
I  won’t  charge  you  for  the  work.” 

I  am  pretty  sure  that  Buff  has  no  idea  what  an  NPS  is, 


but  I  suspect  he  has  the  highest  NPS  in  history.  I  tell  every¬ 
one  I  know  about  Buff.  Everyone  I  know  tells  everyone  they 
know  about  Buff.  People  I  don’t  know  call  me  to  ask  for  an 
introduction  to  Buff. 

The  Epiphany 

What  does  this  have  to  do  with  using  NPS  for  IT?  Thinking 
about  Buff’s  NPS  caused  me  to  actually  spend  some  brain¬ 
power  on  how  I  could  apply  NPS  to  IT.  At  first,  I  struggled 
with  how  to  apply  the  metric  in  an  envi¬ 
ronment  where  we  have  a  monopoly  over 
our  customers.  I  grew  frustrated.  Then, 
the  epiphany  came.  How  about  tweaking 
the  standard  NPS  question  like  this:  “If 
you  had  a  choice,  how  likely  would  you  be 
to  use  us  for  your  next  IT  project?” 

I  have  been  trying  out  my  IT  version 
of  NPS  for  about  a  year,  and  it  works 
really  well.  This  one  question  does  not 
take  much  time  to  ask— or  to  answer.  In 
asking  the  question,  we  emphasize  the  “if 
you  had  a  choice”  part  so  our  customers 
give  us  an  answer  based  on  their  experience  with  all  types 
of  product  and  service  providers.  This  is  not  perfect,  but  I 
gave  up  on  finding  the  perfect  metric  a  long  time  ago. 

For  example,  we  recently  asked  this  question  and 
learned  that  our  production  release  process  was  causing 
incredible  chaos  for  our  university’s  enrollment  depart¬ 
ment.  We  improved  how  we  communicated  the  pending 
changes,  and  now  the  enrollment  department  thinks  not 
only  that  we  know  what  we  are  doing  but  also  that  we  care 
about  their  needs. 

We  track  our  NPS  results  and  use  them  to  change  our 
actions  and  behaviors  to  create  fans  that  rave  about  IT. 
NPS  helps  us  become,  in  the  minds  of  our  customers,  irre¬ 
placeable. 


Niel  Nickolaisen  is  CIO  at  Western  Governors  University,  an 
accredited  online  university  based  in  Utah, 


We  use  our 
Net  Promoter 
Score  to  change 
our  actions, 
creating  fans 
that  rave  about 
IT  and  see  us  as 
irreplaceable. 
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Fujitsu  recommends  Windows®  7. 


Touch 
the  future 


The  Fujitsu  STYLISTIC  Q550  Slate  PC: 

Built  for  Business 

Reach  new  heights  with  the  FUJITSU  STYLISTIC®  Q550  Slate  PC.  Designed  from 
the  ground  up  to  meet  the  rigorous  demands  of  mobile  business  users,  the 
STYLISTIC  Q550  features  a  brilliant,  10. lunch  display  with  both  touch  and  pen 
input.  Running  Windows®  7  Professional  it  easily  integrates  into  your  existing 
infrastructure.  The  STYLISTIC  Q550  is  built  to  MIL-STD-810G  specifications  and 
offers  multi-level  security  features  to  protect  valuable  information  from  prying 
eyes  and  hands.  With  its  removable  quick-swap  battery,  you'll  be  able  to  stay 
productive  even  during  extended  shifts. 


Copyright  *201 2  Fujitsu  America,  Inc.  All  rights  reserved.  Fujitsu,  the  Fujitsu  logo, 
STYLISTIC  and  "shaping  tomorrow  with  you"  are  trademarks  or  registered  trademarks 
of  Fujitsu  Limited  in  the  United  States  and  other  countries.  Microsoft  and  Windows 
are  trademarks  or  registered  trademarks  of  Microsoft  Corporation.  All  other 
trademarks  are  the  property  of  their  respective  owners. 
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No  ROI?  No  Problem. 

Patagonia's  unconventional  approach  to  online  marketing 
puts  sustainability  ahead  of  profits  by  michael  ybarra 

When  the  IT  shop  at  Patagonia  was  handed  a  new  project  to  link  its  website  to  eBay’s,  there  was  no 
need  to  look  for  an  ROI.  Everyone  could  see  there  would  be  none.  The  idea  was  to  create  a  branded 
storefront  on  eBay  for  people  selling  used  Patagonia  clothing— a  rival  sales  channel  that  anyone 
shopping  on  the  company’s  website  could  visit  with  a  click. 

While  eBay  gets  its  normal  cut,  Patagonia  gets  no  commission  for  any  shoppers  who  opt  to  buy 
used  clothing  instead  of  new. 

“EBay  is  a  for-profit  company,”  says  Bill  Boland,  Patagonia’s  e-media  creative  director.  “So  are 
we— but  we  don’t  act  like  it  sometimes.  On  the  surface  it  seems  counterintuitive  to  promote  used 
sales,  but  we  never  thought  much  about  it.  We  want  to  help  people  keep  their  clothes  out  of  a  landfill. 
People  talking  about  it  was  the  metric  for  success.”  ►  ► 
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Our  cloud  principle:  Powerf 
Transparent.  On  deman 


Cloud  services  from  T-Systems:  Never  before  have  clouds  been  this  scalable 


React  quickly  and  flexibly  to  any  change  with  T-Systems,  one  of  the  leading  providers  of  cloud  computing  services  in 
Europe*.  T-Systems  Dynamic  Services  enable  you  to  individually  configure  your  cloud  to  suit  your  business  needs. 
Customize  your  computing  power,  data  storage,  network  capacity  or  even  applications  such  as  SAP.  This  ensures  that 
you  use  only  what  you  need  and  pay  only  for  what  you  use.  More  information  on  our  cloud  computing  services  can  be 
found  at  www.t-systems.com 


Systems 


•  IDC  Insight,  March  2011,  IDC  #QL54T,  Vol.  1,  Tab:  Vendors 


►  E-Commerce  Continued  from  Page  16 


The  partnership  brought  together  two  development 
teams  on  two  different  platforms.  The  main  challenge 
turned  out  to  be  a  limit  in  eBay’s  public  API,  which  caps 
searches  at  100  sellers  at  one  time.  Patagonia  wanted  a 
much  larger  community. 

The  eBay  development  team  responded  by  building 
a  custom  API  for  Patagonia’s  eBay  storefront.  The  code 
performs  multiple,  parallel  API  calls  to  avoid  the  limit¬ 
ing  issue. 

The  eBay  storefront  looks  and  feels  exactly  like  the 
Patagonia  website,  except  the  photos  of  the  merchandise 
for  sale  look  user-generated,  which  they  are.  Click  on 
an  item  and  you’re  notified  you  are  going  to  eBay.  So  far, 
Boland  says,  about  5  percent  of  visitors  to  the  company’s 
site  have  clicked  over  to  the  used  clothing  section. 

“We  thought  of  building  our  own  customer-to-cus- 
tomer  auction  site,”  Boland  says.  “We  started  down  that 
path,  but  realized  it  would  be  faster  and  more  nimble 
to  partner  with  eBay.  They  had  the  functionality  and 
eyeballs  already.” 

The  storefront  is  part  of  Patagonia’s  Common 
Threads  program,  which  encourages  customers  to  take 
a  pledge  to  reduce  excessive  consumption  by  buying 
only  what  they  need,  repairing  what  breaks,  reusing 
older  items  and  recycling  everything  else. 

In  the  12  weeks  since  the  storefront  launched,  Patago¬ 
nia  got  25,000  people  to  sign  up  for  Common  Threads 
on  its  own  site  and  on  eBay.  The  company  aims  to  collect 
50,000  pledges  in  the  first  year. 

“We  [also]  have  a  goal  of  getting  two  other  companies 
to  sell  their  stuff  on  eBay,”  says  Patagonia  Marketing 
Director  Christina  Speed.  “We  believe  in  it  very  deeply 
and  think  it  will  resonate  with  our  core  audience  and 


Ly-J 
r . i 


I  '  ! 
X 


1 . n . i 

r~ . i 


1TALK  IN  DOLLARS  AND  CENTS.  CFOs  speak  the 
language  of  finance.  If  you're  requesting  spending  on 
IT,  use  the  same  tone.  Finance  chiefs  need  a  business 
case  for  IT  expenditures  that  empasizes  the  payoff  in 
terms  of  worker  productivity,  reduced  costs  or  new  custom¬ 
ers.  "I  think  a  lot  of  the  smart  CIOs  are  really  getting  into 
those  cost-benefit  conversations  with  the  CFOs  ,"  says  Mike 
Dandini,  head  of  the  management  and  professional  liability 
underwriting  unit  at  insurer  The  Hartford.  CIOs  who  empha¬ 
size  how  technology  operates  or  its  hip  factor  are  taking  the 
wrong  approach,  says  Dandini. 
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2  REMEMBER,  YOU'RE  FAMILY.  Despite  the  notion 
that  budget-conscious  CFOs  view  IT  as  a  cost  center, 
both  CIOs  and  CFOs  lead  groups  whose  functions 
affect  the  entire  organization.  All  workers  depend 
on  IT  to  complete  their  jobs,  and  companies  risk  becoming 
insolvent  if  they  don't  stay  on  budget.  Working  together 
to  achieve  broad  success  should  serve  as  a  goal  that  both 
departments  can  use  to  come  together  over  IT  spending. 


3  DON'T  RESIST  THE  CONSUMERIZATION  OF  I.T. 

Research  suggests  that  the  bring-your-own-tech- 
nology  trend  will  keep  growing.  CIOs  who  refuse  to 
support  it  may  see  departments  turn  to  consultants 
or  IT  service  providers  for  help.  Such  spending  will  likely  get 
noticed  by  the  CFO,  who  won't  be  keen  on  paying  for  dupli¬ 
cate  technologies.  Work  together  to  develop  an  implementa¬ 
tion  plan  that  incorporates  regulations,  compliance  issues 
and  fiscal  policies  that  fall  under  the  CFO's  domain. 


bring  new  people  to  us.  That’s  why  we  have  a  rabid  fan 
base.  It’s  long-term  thinking.  To  say  that  it  cannibalizes 
our  sales  oversimplifies  how  people  shop.  We  get  their 
business  when  they’re  ready  to  buy  something  new. 
When  we  do  something  wacky,  it  always  seems  to  work.” 

On  Black  Friday,  for  example,  the  company  took  out 
a  full-page  ad  in  the  New  York  Times  that  pictured  one  of 
its  best-selling  items  under  the  headline  “Don’t  Buy  This 
Jacket.”  Below  that  was  a  breakdown  of  the  environmen¬ 
tal  cost  of  making  the  coat. 

The  ad  triggered  a  surge  of  traffic  to  Patagonia’s  web¬ 
site  and  tweets  about  Common  Threads.  Not  all  the  buzz 
was  positive;  some  accused  the  company  of  hypocrisy 
and  clever  marketing. 

“We’re  drawing  attention  to  an  issue,”  says  Speed. 
“We  love  dialogue.  We’re  building  awareness  even  if 
people  are  critical.” 


Michael  Ybarra  is  a  freelance  writer  based  in  California. 
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4 DEVELOP  MUTUAL  RESPECT.  When  capital  is  spent 
on  technology  to  aid  a  company's  key  initiatives,  busi¬ 
ness  units  notice.  Showing  that  IT  understands  a  busi¬ 
ness  need  helps  develop  trust  between  finance  and 
IT  departments,  says  Forrester  vice  president  and  principal 
analyst  Bobby  Cameron.  This  component  is  necessary  if  CIOs 
expect  CFOs  to  support  spending  on  new,  more  advanced 
technologies.  If  the  CIO  is  viewed  only  as  a  cost  manager,  IT 
will  not  be  viewed  as  crucial  to  the  business,  says  Cameron. 


5  BRING  IN  CUSTOMERS.  Business-savvy  CIOs  focus 
on  using  technology  to  help  create  products  and  ser¬ 
vices  that  capture  market  share,  and  CFOs  respond 
positively  to  that  mentality.  Continue  to  shift  your 
thinking  toward  how  IT  can  generate  business  value.  "Put 
a  server  in  a  closet,  and  you  have  a  server  in  a  closet,"  says 
Cameron.  But  supporting  sales  with  that  server  adds  value, 
he  says.  Handling  costs  will  still  be  important  for  future 
CFOs  and  CIOs,  but  neither  party  will  be  preoccupied  with 
expenses  when  customers  are  at  stake. 


-Fred  O'Connor 
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COMPLETE.  OPTIMIZED.  AGILE. 


THE  HP  DATABASE  CONSOLIDATION  APPLIANCE  PROVIDES  A  SCALE-OUT  INFRASTRUCTURE  TO  SUPPORT  HUNDREDS  TO 
THOUSANDS  OF  DATABASE  SERVERS  IN  A  COST  EFFECTIVE,  MANAGEABLE,  RESOURCE-EFFICIENT,  VIRTUALIZED  DATA  CENTER. 
IT'S  THE  ONLY  PRIVATE  CLOUD  APPLIANCE  OPTIMIZED  FOR  DATABASE  THROUGH  VIRTUALIZATION. 

LEARN  MORE  AT  http://www.microsoft.com/appliances 
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CIOs  have  a  new  mission: 

boosting  profits  through  smarter 
pricing  decisions 


CuttinQ  Spending  is  niCe^companiesean always 
find  something  to  do  with  the  savings.  But  increasing  product 
prices— if  customers  don’t  balk— brings  in  pure  profit. 

The  simplest  way  to  price  a  product  is  to  cover  your  back-end 
costs  and  tack  on  a  predefined  profit  margin.  But  that  formula 
ignores  customer  demand.  And  in  this  age  of  social  media,  tablet 
commerce  and  shopping  by  smartphone,  customers  demand 
that  they  not  be  ignored.  Just  as  important,  if  companies 
don’t  figure  out  how  to  exploit  a  fleeting  chance  to 
fulfill  a  sudden  customer  need  while  pricing  their 
product  just  right,  they  leave  money  on  the  table. 

Whatever  singer  Katy  Perry  wears  to  the  Gram- 
mys  this  month,  for  example,  may  inspire  teen  girls 
to  buy  knockoffs.  So  “fast  fashion”  retailers  could 
temporarily  notch  up  prices  on— we’re  guessing  here— 
sequinned  minidresses. 

Good  pricing  combines  experience  and  gut  instinct  with  data 
analysis,  internal  costs  and  external  customer  behavior.  But  to 
get  there  takes  new  technology  and  a  new  attitude. 

“Pricing  should  be  a  CIO’s  issue  by  virtue  of  being  an  officer 
in  the  company,”  says  Luis  Rodriguez,  senior  vice  president  of 
IT  at  Dial  Global,  a  radio  syndication  network  that  merged  wth 
Westwood  One  in  October.  “But  also  because  the  business  may 
not  know  there  are  more  advanced  ways  to  look  at  it.” 
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Usually  the  CMO  or  CFO  manages  price  optimization 
projects  to  try  to  increase  profit  margins,  calling  on  the  CIO 
only  because  IT  has  the  keys  to  the  corporate  data,  says  Mark 
Ferguson,  a  management  professor  at  the  University  of  South 
Carolina.  Ferguson  studies  how  businesses  formulate  pricing 
strategy.  It’s  rare,  he  says,  for  a  CIO  to  instigate  the  process. 

But  that’s  changing.  Airlines  and  hotels  have  long  used  data 
analytics  for  yield  management,  studying  and  influenc¬ 
ing  what  customers  do  so  the  company  can  extract  the 
most  profit  from  transactions.  Now  businesses  as 
diverse  as  Coca-Cola,  Aspen  Skiing  resorts,  and  gar¬ 
bage  hauler  Waste  Management  are  doing  it,  too.  But 
they  are  going  further,  combining  statistics  packages, 
revenue  optimization  software  and  insights  picked  up 
from  unstructured  social  media  interactions. 

They  want  to  do  two  things.  First,  beat  their  rivals  to  niche 
opportunities  that  can  bubble  up  and  recede  in  a  matter  of  weeks 
(Perrywear).  Next,  refine  a  long-term  pricing  strategy  to  avoid 
a  vicious  cycle  of  discounting  and  to  stave  off  commoditization. 

“The  financial  returns  associated  with  pricing  initiatives  far 
exceed  any  other  IT  initiatives.  The  benefits  are  substantial  and 
sustainable,”  says  Puneet  Bhasin,  CIO  of  Waste  Management,  a 
$13.5  billion  trash  and  recycling  company.  “It  becomes  a  com¬ 
petitive  edge.” 
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Though  analytics  suggest  pricing 
programs  that  look  good  on  paper, 
human  judgment  still  matters,  says 
Javier  Polit,  CIO  of  Coca-Cola's 
bottling  investment  group. 


COVER  STORY  ::  Decision  Support 


Making  Profitable  Decisions 

Bhasin  created  a  decision  sciences  group  within  IT  where  math¬ 
ematicians  and  statisticians  mine  data  to  model,  for  example, 
the  relationship  between  the  value  of  a  product  or  service  and 
its  acceptable  price.  The  company  uses  Oracle  databases  that 
hold  20  terabytes  of  pricing  data  that  is  manipulated  with  SAS 
analytics  and  business  intelligence  tools. 

One  essential  question:  How  elastic  can  prices  be  in  a  given 
market  at  a  given  time?  The  company  wants  to  price  each  prod¬ 
uct  “where  it’s  fair  to  the  customer  and  at  the  same  time,  the 
company  is  making  a  reasonable  profit,”  he  says. 

Waste  Management  reports  that  it  saw  an  extra  $218  million 
in  2010  from  higher  prices  on  its  core  trash  collection  and  land¬ 
fill  operations.  That’s  about  2  percent  of  revenues.  And  when  it 
tallies  its  books  for  2011,  it  expects  that  its  new  pricing  strategy 
will  have  produced  another  2  percent  gain. 

With  such  good  results,  the  company  remains  committed  to 
a  plan  of  price  increases  that  are  0.5  percent  to  1  percent  above 
the  consumer  price  index,  even  in  a  down  economy  that  has 
competitors  cutting  prices.  The  overall  goal  is  to  increase  rev¬ 
enue  by  $3  billion  to  $5  billion  in  the  next  few  years  through 
these  pricing  projects  and  other  initiatives,  Bhasin  says. 

Waste  Management  doesn’t  seem  a  likely  candidate  for  a 
sophisticated  and  nuanced  pricing  plan.  Garbage  pickup, 
sorting  paper  and  plastic,  landfill  maintenance— these  are  not 
sophisticated  and  nuanced  services.  Yet  by  getting  employees 
to  see  Waste  Management  as  a  logistics  service  provider,  the 


company  has  sparked  creative  thinking  about  products. 

For  example,  attaching  sensors  to  dumpsters  at  construc¬ 
tion  sites  has  improved  the  speed  and  accuracy  of  scheduled 
pickups.  Truck  drivers  know  exactly  which  containers  to  visit 
and  where  they  are  on  the  grounds.  Having  the  sensors  auto¬ 
matically  signal  when  the  dumpster  is  full  makes  pickups  go 
even  more  smoothly.  That’s  worth  extra  paying  for,  Bhasin  says, 
and  the  decision  sciences  group  aims  to  find  out  how  much. 

The  Human  Factor  Still  Matters 

There’s  no  doubt  that  pricing  is  a  touchy  subject.  In  September, 
after  numerous  customer  complaints  in  2010  and  2011,  the 
Minnesota  Public  Utilities  Commission  suspended  a  tiered 
pricing  program  by  CenterPoint  Energy,  an  $8.8  billion  utility. 
Under  the  program,  customers  who  crossed  a  certain  thresh¬ 
old  of  natural  gas  usage  paid  more  for  each  additional  unit  of 
gas  than  the  unit  before.  That  angered  some  people,  includ¬ 
ing  senior  citizens  who  need  to  run  home  medical  equipment. 
CenterPoint  says  it  simply  wanted  to  encourage  conservation 
and  is  due  to  propose  an  alternative  pricing  system  next  month. 

How  customers  view  your  prices  is  as  important  as  what  you 
charge,  Ferguson  says,  recalling  Coca-Cola’s  aborted  test  of  vari¬ 
able-price  vending  machines  in  the  late  1990s.  The  machines 
were  programmed  to  change  the  price  of  a  can  of  soda  based 
on  conditions  such  as  location  and  weather.  “The  way  it  was 
portrayed  was  Coke  machines  would  raise  prices  when  it’s  hot 
outside,”  he  says.  “If  they  just  said  they  would  lower  prices  on 
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t  level  in  education 


IT  and  network  communications  solutions 
for  elevated  performance 


Educational  institutions  today  face  difficult  challenges.  Students  expect  a  secure, 
connected  learning  environment.  Faculty  and  staff  need  to  communicate  and  collaborate 
with  enhanced  mobility.  Budgetary  pressures  call  for  technology  that  can  handle 
increased  data  volume  and  applications,  now  and  in  the  future,  at  a  reasonable  cost. 
We  bring  you  tailor-made  solutions  built  on  an  in-depth  understanding  of  your  unique 
needs,  strategies  and  objectives.  Solutions  that  enable  you  to  enhance  communication 
and  collaboration,  safeguard  information,  support  physical  security  and  enrich  the 
academic  experience.  Learn  how  NEC’s  solutions  and  expertise  in  voice  and  data 
communications,  networks  and  data  storage  can  elevate  your  performance. 


Learn  how  you  can  elevate  your  performance  at 


www.nec.com/education 


Empowered  by  Innovation 
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ser-Centric  Device 
Management  Enables 
Flexible  Workstyles 


Managing 
productivity  and 
policy  across 
multiple  clients 


CONSUMERIZATION  OF  IT  IS  A  REALITY,  and  you  can’t  afford  to  be  caught  flatfooted 
while  competitors  empower  users  with  flexible  workstyles  that  enable  productivity  anywhere  at 
any  time  on  multiple  devices. 


Supporting  a  multiplicity  of  devices  that  provide 
users  with  flexibility  to  do  their  jobs  and  manage  their 
personal  matters  is  increasingly  common.  Users  like  to  be 
productive,  whether  they’re  using  a  corporate  PC  or  the 
newest  smartphone  or  tablet  they  picked  up  at  the  nearest 
consumer  electronics  store. 

IT  needs  to  accommodate  this  shift  or  risk  alienating 
business  users,  but  still  be  able  to  manage  device  access 
efficiently  and  securely.  Many  IT  organizations  are  taking 
advantage  of  Microsoft  System  Center  Configuration 
Manager  to  accomplish  this  and  to  help  ensure  user 
compliance  with  company  policies. 

»  Beyond  One-Size-Fits-AII 

IT  has  much  experience  managing  devices,  but  generally 
a  limited  selection  of  officially  endorsed  systems.  That’s  no 
longer  sufficient  in  an  era  when  users  increasingly  switch 
between  multiple  personal  and  corporate  owned  devices. 
In  this  environment  it’s  practically  impossible  for  IT  to 
have  expertise  in  all  the  devices  that  will  be  used. 

As  consumerization  takes  hold,  IT  faces  the  challenge 
of  delivering  a  rich  experience  to  users  across  multiple 
devices  without  giving  up  the  control  needed  to  protect 
corporate  assets. 

PC  World  recently  surveyed  business  and  IT  managers 
and  found  that  while  many  “report  at  least  some  progress 


toward  controlling  the  proliferation  of  mobile  devices,  or  at 
least  ensuring  some  security  on  devices  allowed  to  connect 
to  company  networks  ...  a  large  minority — 33  percent — 
either  have  no  policies  yet  or  don’t  control  which  devices  are 
allowed  on  their  networks.” 

Users  are  working  on  a  variety  of  devices,  fracturing 
IT’s  ability  to  deliver  a  consistent  experience  and  shattering 
traditional  one-size-fits-all  security  models.  CIO  magazine 
polled  more  than  500  CIOs  and  reported  that,  “Currently 
most  companies  aren’t  yet  able  to  support  every  possible 
operating  system  and  device  but  44  percent  say  they  are 
working  to  expand  the  list  to  include  more  consumer 
devices.” 

Making  users  productive  on  multiple  and  disparate 
devices  requires  the  ability  to  deliver  applications  across 
diverse  platforms  and  comprehensive  management 
capabilities  across  operating  systems,  applications  and 
mobile  devices.  In  this  new  environment,  IT’s  focus 
needs  to  move  from  managing  individual  devices  to 
managing  the  user  profile  across  physical,  virtual  and 
mobile  environments.  This  user-centric  approach  must 
accommodate  central  management  of  both  Windows  and 
non-Windows  devices  to  ensure  users  can  accomplish  their 
jobs  effectively  and  not  compromise  the  business. 

The  CIO  magazine  survey  found  that  CIOs  expect 
the  consumerization  of  IT  trend  to  have  the  most  positive 
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impact  on  user  satisfaction,  user  productivity,  access 
to  critical  business  information  and  process  efficiency 
collaboration.  However,  the  publication  pointed  out,  “this 
trend  is  also  creating  negative  impact  on  enterprise  security.” 

“Security  is  the  biggest  concern.  If  organizations  lose 
devices  on  trains  and  planes  they  need  to  be  remotely 
wiped.  Internal  security  teams  have  the  ability  to  get  into 
mobile  devices  that  have  not  been  correctly  secured  in  less 
than  10  minutes,”  said  Alistair  Doran,  solution  director 
of  Microsoft-based  Cloud  and  Infrastructure  Solutions  at 
Computer  Sciences  Corp.  (CSC). 

»  Configuration  Management 
in  the  Mobile  Era 

Microsoft  Systems  Center  2012  Configuration 
Manager  helps  IT  empower  users  on  the  growing 
number  of  mobile  devices  in  the  enterprise  as  part  of  a 
unified  solution  that  manages  across  physical,  virtual 
and  mobile  environments. 

“We  are  looking  at  Configuration  Manager  2012  to 
deliver  our  services  faster  and  reduce  costs,”  said  CSC’s 
Doran.  “We  have  to  meet  higher  demands  for  the  same  level 
of  service,  in  less  time  and  in  a  secure  manner.  We  need  to 
be  able  to  deliver  applications  on  demand.  We  need  to  be 
able  to  manage  the  device  so  if  it  breaks,  we  can  call  our 
hardware  supplier  to  deliver  a  similar  device  and  have  it 
automatically  rebuild  to  the  same  configuration  prior  to 
the  failure — all  with  minimal  loss  of  data.” 

Configuration  Manager  enables  IT  to  inventory,  deploy 
software,  manage  settings  and  enforce  password  policies 
on  a  broad  range  of  devices  that  have  been  integrated  into 
the  desktop  management  platform.  This  includes  extending 
management  to  all  Exchange  ActiveSync  enabled  devices, 
which  allows  non-Windows  devices  to  be  managed  from 
within  the  Configuration  Manager  console. 

It  also  provides  the  management  infrastructure 
for  System  Center  2012  Endpoint  Protection,  which 
allows  administrators  to  deploy,  manage  and  update 
anti-malware  protection  and  vulnerability  prevention  on 
all  endpoints.  Configuration  Manager  can  also  assess 
system  compliance  against  established  baselines.  IT 
can  use  this  management  tool  to  discover  noncompliant 
systems  and  automate  remediation  efforts  to  bring  an 
errant  system  back  into  compliance. 


»The  Payoff  from  Enabling 
Flexible  Workstyles 

Employing  new  devices  and  leveraging  technologies 
like  virtualization  and  the  cloud  make  it  possible  to  work 
anywhere  and  have  a  rich,  personalized  experience  online 
and  offline.  These  are  the  keys  to  empowering  users  with 
flexible  workstyles  that  can  result  in  improved  productivity 
and  business  agility. 

Satisfied  workers  who  can  do  their  jobs  anywhere 
at  any  time  are  more  productive  and  better  able  to 
provide  customers  with  innovative  products  and  services. 
Organizations  that  proactively  respond  to  demands 
for  flexible  workstyles  and  consumerization  will  be 
competitive  in  hiring  and  retaining  employees. 

Managing  devices  that  enable  the  flexible  workstyle 
requires  IT  to  be  more  adept  at  governing  a  diverse 
environment  and  being  able  to  manage  and  report  on 
compliance.  But  while  fostering  increased  flexibility,  IT  must 
continue  to  manage  traditional  challenges  such  as  providing 
secure  access  to  users  both  inside  and  outside  of  the  firewall, 
keeping  enterprise  systems  and  data  safe,  and  ensuring 
business  continuity  and  the  readiness  of  disaster  recovery. 

System  Center  Configuration  Manager  is  used  by  more 
enterprises  than  any  other  client  management  solution  and 
is  a  powerful  tool  that  gives  IT  effective  management  over 
client  infrastructure.  Configuration  Manager  2012  extends 
these  efficiencies  by  empowering  users  to  be  more  productive 
from  anywhere  on  whatever  device  they  choose  and  enabling 
organizations  to  deliver  rich  user  experiences  across  both 
corporate  and  consumer  devices  while  retaining  the  control 
needed  to  protect  corporate  assets. 


Consumerization  of  IT  may  be  one  of  the  most  significant 
business  productivity  issues  of  this  decade.  To  learn 
more  about  Flexible  Workstyle  solutions  from  Microsoft, 
go  to  For  insight  into 

how  Systems  Center  2012  Configuration  Manager  helps 
IT  deal  with  the  issues  of  client  management,  go  to 


Microsoft 


Custom  Solutions  Group 
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Pricing  Done  Right 

Setting  prices  is  a  strategic  decision  that  needs 
C-level  attention.  Your  profits  depend  on  it. 

The  problem  with  pricing,  say  consultants  at  Deloitte,  is  you,  Senior 
executives  don't  recognize  the  importance  of  consistent  and  detailed  pric¬ 
ing  strategy,  Deloitte  says,  and  leave  it  to  employees  further  down  the 
chain  to  manage,  Companies  that  do  this  pay  the  price  in  lost  profits, 

Waste  Management's  CEO  and  CIO  work  together  directly  on  pricing 
strategy,  with  the  CEO  recently  approving  a  large  investment  in  a  new  deci¬ 
sion  sciences  group  that  will  work,  in  part,  on  pricing  analytics,  Aspen  Skiing, 
which  runs  ski  resorts  in  Colorado,  uses  business  intelligence  tools  to  evalu¬ 
ate  pricing  scenarios  that  the  sales  group  perhaps  hadn't  considered,  says 
Paul  Major,  managing  director  of  IT,  For  IT  leaders  and  other  top  executives 
who  want  to  tackle  the  pricing  issue,  Deloitte  suggests  revising  old  thinking 
by  doing  the  following: 

■  Analyze  what  kind  of  transactions  are  most  profitable  to  your  company, 
Your  biggest  customer  might  be  costing  you  money, 

■  Develop  pricing  strategies  for  different  scenarios,  taking  into  account 
company  circumstances  but  also  larger  economic  and  social  events. 

■  Form  a  pricing  team  of  employees  who  like  new  challenges, 

■  Price  for  profit  margin,  riot  sales  volume, 

■  Emphasize  how  important  a  consistent  strategy  is,  Customers  can 
accept  fluctuating  prices  if  they  see  the  logic  behind  them, 

Aspen's  Major  advises  companies  to  stop  relying  solely  on  anecdotes 
from  salespeople  about  which  prices  work  or  don't.  "The  worst  enemy  of 
pricing  is  the  perception  that  you  have  good  instincts."  -K.5.N. 


rainy  days,  it  might  have  come  off  differently.” 

Though  analytics  suggest  pricing  pro¬ 
grams  that  look  good  on  paper,  judgment 
still  matters,  says  Javier  Polit,  CIO  of  Coca- 
Cola’s  bottling  investments  group,  an  $8  bil¬ 
lion  unit  within  the  company  that  sends  soda, 
juice  and  other  drinks  to  retail  locations. 

Polit  declines  to  comment  on  the  vending 
machine  saga,  but  says  that  in  his  bottling 
business,  regularly  sending  employees  to 
retail  outlets  helps  the  company  not  only 
collect  data  from  shelves  but  also  get  a  feel 
for  what’s  going  on.  Maybe  they  notice  a  new 
iced  tea  being  stocked  by  a  competitor  or  that 
foot  traffic  seems  slow.  Both  the  computer 
and  the  human  are  important.  “This  is  not 
about  technology  but  insights,”  he  says. 

As  part  of  a  large  effort  to  improve  sales- 
force  effectiveness,  a  project  called  Coke  One 
gives  marketing,  sales  and  other  departments 
analysis  tools  to  finely  segment  the  customer 
base  and  “ensure  consumers  continue  to 
have  access  to  our  brands  at  the  right  price,” 
according  to  the  company’s  latest  annual 
report.  Polit  is  particularly  interested  in 
learning  about  brand  loyalty.  That  is,  how 
Coke  drinkers  respond  when  a  competitor 
makes  a  pricing  move.  If  Pepsi  drops  its  price 
by  seven  cents  per  can,  does  Coke  lose  cus¬ 
tomers?  How  about  at  10  cents?  The  answers 
differ  even  by  zip  code.  Knowing  that,  Coca- 
Cola  can  adjust  prices  granularly  and  main¬ 
tain  or  increase  market  share,  he  says.  “For  us,  it’s  not  about 
increasing  price  this  quarter  to  make  more  profit.  We  do  not 
want  to  lose  share  or  volume,”  he  says.  “We’ve  been  in  business 
for  125  years  and  we  want  to  be  in  business  for  another  125  years.” 

Different  Customers  Get  Different  Prices 

Everyone  says  they  want  to  understand  the  customer,  but  do 
they?  Detailed  analytics  can  help  companies  treat  customers 
as  small,  special  groups  of  people,  says  Ferguson,  the  manage¬ 
ment  professor.  For  example,  rather  than  doing  a  monolithic 
nationwide  promotion  on  its  entire  product  line,  an  automaker 
may  tailor  offers  by  demographics,  geography  and  economic 
conditions.  In  Sarasota,  Fla.,  home  to  retirees  who  like  to  pay 
cash  for  their  American-made  cars.  General  Motors  may  try  to 
outrun  Ford  by  offering  $3,000  back  on  its  Cadillac  DTS— and 
throw  in  a  $500  sweetener  for  anyone  who  trades  in  a  rival 
Lincoln  Town  Car,  the  number  one  model  driven  by  people  over 
65.  Meanwhile,  a  zero-percent  financing  deal  may  work  better 
for  the  Chevy,  popular  among  younger  drivers  who  typically 
don’t  buy  cars  outright  with  cash. 

Coca-Cola  erects  up  to  nine  displays  in  a  grocery  store, 
including  at  the  entrance  and  at  self-checkouts,  so  soda  can 
easily  be  grabbed  as  customers  come  and  go  and  at  any  place 
they  might  pause.  The  number  of  cases  sold  dropped  1  percent 
in  2010  compared  to  2009,  the  latest  period  for  which  figures 


are  available.  But  profits  on  that  merchandise  went  up  27  per¬ 
cent.  The  right  price  can  keep  sales  results  steady,  even  when 
volume  goes  down.  That’s  not  because  you’re  gouging  custom¬ 
ers  but  because  you’ve  paid  close  attention  to  which  kinds  of 
customers  are  willing  to  pay  how  much,  Polit  says. 

Sometimes  holding  a  price  up  feels  wrong  but  is  the  right 
thing  to  do,  says  Paul  Major,  managing  director  of  IT  at  Aspen 
Skiing,  which  runs  four  Colorado  ski  resorts. 

As  the  recession  took  hold  in  2008,  Aspen  considered  drop¬ 
ping  prices  to  retain  more  customers,  as  many  airlines  and 
hotels  did  at  the  time.  Instead,  the  company  kept  many  prod¬ 
ucts’  prices  steady  but  offered  new  perks,  such  as  a  free  fourth 
day  of  skiing  for  a  customer  who  bought  a  three-day  lift  ticket. 

“The  actual  prices  of  our  products  did  not  go  down,  so  [there 
was]  no  perceived  price  erosion,”  Martin  says,  “but  perceived 
value  was  high  because  of  getting  free  days.” 

If  Aspen  had  cut  prices  dramatically  to  keep  sales  volume 
high,  profits  would  have  been  hurt,  he  says.  Under  the  program 
it  ran  that  season,  profit  per  ticket  did  slip,  he  says,  but  not  a 
lot.  The  free  days  also  brought  additional  revenue  to  the  com¬ 
pany’s  hotels,  stores  and  restaurants.  “In  addition,  there  was 
no  discount  hole  to  climb  out  of  as  business  improved,”  he  says. 

Depending  on  the  industry,  prices  are  set  on  stickers  or  by 
negotiation.  And  at  many  companies,  there  is  no  true  price 
of  a  product,  just  one  that  a  salesperson  thinks  will  close  the 
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COVER  STORY  ::  Decision  Support 


“This  is  not  about 
technology  but  insights” 

■JAVIER  POUT,  CIO,  COCA-COLA'S  BOTTLING  INVESTMENTS  GROUP 


deal.  Price  optimization  often  comes  across  as  software  telling 
a  salesman  what  to  do.  When  a  gonzo  sales  staff  lives  and  dies 
on  the  line  which  is  dotted,  a  la  Alec  Baldwin’s  character  in  the 
movie  Glengarry  Glen  Ross,  a  computer  suggesting  prices  may 
not  be  welcomed.  As  Ferguson  notes,  “This  becomes  political.” 

Depending  on  the  market,  attempts  to  match  products  to 
customers  at  a  profitable  price,  sometimes  in  real  time,  can  gen¬ 
erate  thousands  of  combinations.  “That’s  a  problem  best  fit  for 
computers,”  Ferguson  says.  “Airlines  learned  that  very  early, 
and  that’s  what’s  happening  in  other  industries.” 

Even  if  your  prod¬ 
ucts  or  services  are 
sold  mainly  through 
negotiation  rather 
than  price  tags,  ana¬ 
lytics  will  work,  he 
says.  Start  collecting 
data  on  bids  won  but 
also  on  those  lost,  so 

the  sample  isn’t  biased.  Look  at  customer  attributes  such  as 
frequency,  budget,  service  calls  and  satisfaction,  and  measure 
how  much  of  the  product  or  service  they  buy  over  time.  You’ll 
find  patterns  in  who’s  willing  to  pay  a  little  more  and  for  what. 

As  usual,  the  technology  part  is  easier  than  the  culture 
change,  CIOs  say.  Cloud  computing,  for  example,  lets  a  com¬ 
pany  process  huge  amounts  of  data  offsite  more  affordably  than 
buying  its  own  big  servers  and  software.  Analytics  tools  have 
become  more  powerful  and  easier  to  use  in  the  last  several  years. 

Going  Beyond  Gut  Feel 

Stepping  up  to  an  empirical,  data-based  approach  to  finding 
the  right  price  can  easily  offend  an  internal  sales  group  with  a 
deep  belief  in  its  own  pricing  prowess.  And  quantifying  which 
promotions  work  best  may  ruffle  the  feathers  of  the  CMO  and 
his  staff,  who  may  not  have  had  access  to  such  data  before.  If  a 
20-percent-off  coupon  cannibalizes  future  sales  or  attracts  cus¬ 
tomers  who  would  have  bought  anyhow,  marketing  looks  bad. 

What’s  critical  to  emphasize  during  all  this  automation,  says 
Rodriguez  of  Dial  Global,  is  that  technology  can  enhance  even 
the  greatest  of  instincts. 

Metro  Networks,  a  division  of  Dial  Global,  recently  installed 
revenue-management  and  inventory-optimization  software  to 
find  the  most  profitable  places  to  schedule  ads,  based  on  several 
moving  variables.  Two  key  factors:  how  much  airtime  is  avail¬ 
able  for  the  target  audience  and  how  in-demand  is  that  audience. 

As  the  presidential  race  intensifies,  advertising  time  on  radio 
programs  that  deliver  certain  demographics  will  carry  a  pre¬ 
mium.  If  Barack  Obama  wants  to  reach  southern  voters  age 
21  to  40,  he  might  want  to  buy  some  Saturday  night  spots  on 
“Country  Gold  with  Rowdy  Yates,”  a  Dial  Global  show  on  100 
stations.  An  experienced  ad  sales  manager  will  have  her  own 
ideas  about  how  much  to  charge,  but  the  revenue-management 
system  also  considers  customer  requests  for  over  75,000  ads 
a  week,  such  as  that  the  ad  not  play  on  religious  stations,  that 
it  run  only  on  Mondays,  or  that  it  not  air  near  a  rival’s  ad.  The 
more  such  constraints  Dial  Global  can  accommodate,  the  more 
valuable  its  airtime  becomes,  CIO  Rodriguez  says,  adding  that 


the  system  can  now  accurately  handle  20  to  30  variables,  more 
than  even  the  smartest  salesperson  can  handle. 

As  Waste  Management  built  its  pricing  strategy,  Bhasin 
adds,  the  company  made  sure  that  IT,  marketing  and  sales 
understood  and  respected  each  other’s  roles.  Representatives 
from  each  group  sat  on  planning  and  implementation  commit¬ 
tees.  Salespeople  and  IT  devised  the  algorithms  that  IT  codified. 

Bhasin  also  puts  together  pricing  tests  to  see  how  customers 
respond  to  changes,  to  show  sales  what  works.  A  control  group 
will  be  quoted  prices  for  garbage  hauling  or  recycling  services 

based  on  Waste  Man¬ 
agement’s  old  cost- 
plus-margin  formula; 
another  group  gets 
a  tailored  price  that 
incorporates  demo¬ 
graphic,  geographic 
and  economic  trends. 

“These  are  real  cus¬ 
tomers  and  real  prospects,”  he  says.  “What  a  sales  rep  is  looking 
for  is  assurance  that  whatever  price  they  are  quoting  is  a  fair 
market  value.  We  try  to  demonstrate  that.” 

After  that,  salespeople  are  given  a  range  of  prices  they  can 
quote  a  customer  for  a  given  product  or  service.  The  system 
monitors  how  each  prospective  deal  plays  out,  including 
whether  a  salesperson  deviates  frequently  from  the  range.  If 
she  does  and  keeps  winning  business,  the  algorithms  may  be 
adjusted.  If  she  does  and  keeps  losing,  “we  have  a  talk,”  Bha¬ 
sin  says.  “I’m  not  saying  decision  sciences  pricing  is  always 
right,”  he  says.  “However,  when  you  net  it  out,  it  does  better 
than  supply-side  pricing  or  pricing  based  purely  on  gut  feel.” 

Bring  It  to  the  CEO's  Attention 

Pricing  has  up  to  four  times  more  impact  on  profitability 
than  other  investments,  according  to  a  study  by  Deloitte.  A  1 
percent  price  increase  can  boost  profits  by  more  than  12  per¬ 
cent,  Deloitte  found.  “With  so  much  money  at  stake,  it’s  hard 
to  understand  why  so  many  companies  neglect  pricing,”  the 
report  says.  At  companies  where  pricing  strategy  isn’t  elevated 
to  the  C-level  but  is  left  to  sales  or  even  accounting,  inconsis¬ 
tent  pricing  emerges,  Bhasin  says.  Or,  worse,  employees  change 
prices  in  reaction  to  market  events  when  riding  them  out  might 
be  more  profitable. 

A  business-minded  CIO  with  views  into  every  department 
should  bring  pricing  to  the  CEO’s  attention,  Bhasin  says. 

“Pricing  strategy  touches  every  aspect  of  Waste  Manage¬ 
ment’s  business,  including  what  products  and  services  are  bun¬ 
dled  and  sold,  and  to  which  market  segments.”  Because  pricing 
can  dictate  a  company’s  future,  he  adds,  CIOs  must  take  it  on. 

Polit,  who  sits  on  the  sales  force  effectiveness  committee  at 
Coca-Cola’s  bottling  investments  group,  says  CIOs  involved 
in  pricing  strategy  raise  their  own  profile.  But  he  warns  that 
pushing  technology  over  human  judgment  is  trouble.  The  best 
pricing  strategy  isn’t  art  or  science,  he  says.  It’s  both.  QQ 

Contact  Senior  Editor  Kim  S.  Nash  at  knash@cio.com.  Follow  her  on 
Twitter:  twitter.com/knash99. 
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SOUNDING  BOARD 

Charting  Success 

SCENARIO  When  I  took  over  the  role  of  CIO  at  Carnival  at  the  end  of  last  year,  I  knew 
the  IT  organization  had  to  change.  Our  platform-centric  approach,  while  efficient,  couldn't 
provide  the  same  value  to  the  company  and  our  customers  that  we  could  offer  with  a 
portfolio-centric  approach.  After  speaking  with  my  executive  peers  about  where  there 
was  the  greatest  need  for  increased  partnership  with  business  functions,  I  shifted  some 
of  our  application  managers  to  portfolio  managers  and  re-aligned  the  IT  staff  accordingly. 
These  portfolio  managers  work  closely  with  business  teams  to  develop  three-year  road 
maps  that  facilitate  the  enterprise  strategic  plan. 

This  is  the  first  time  we've  had  a  formal  governance  process  that  maps  technology  to 
business  initiatives  to  help  achieve  business  goals,  and  that  spans  departments  within 
a  function,  such  as  finance  or  marketing.  So  now  that  we've  set  up  the  structure,  we 
need  to  encourage  people  to  embrace  the  change.  The  internal  survey  I  conducted  to 
gauge  how  the  rest  of  Carnival  now  views  IT  shows  an  improvement  compared  to  how 
they  viewed  the  department  in  the  past,  but  I  am  still  trying  to  identify  indicators  of 
long-term  success  and  methods  that  encourage  acceptance.  ►  ►  ► 


The  CIO  Executive  Council  is  a  global  peer  advisory  service  and  professional  association  of  more 
than  500  CIOs,  founded  by  CIO's  publisher,  To  learn  more,  visit  council.cio.com. 


FEBRUARY  1,  2012  www.cio.com 


PHOTO-ILLUSTRATION  BY  THINKSTOCK 


MICHAEL  DEL  PRIORE,  VP  AND  GLOBAL  CIO,  CHURCH  AND  DWIGHT 
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ADVICE  I  have  created  business-focused  IT  positions 
at  several  national  and  multinational  companies.  So  when 
I  started  implementing  these  changes  at  Church  and 
Dwight,  I  knew  that  one  of  the  most  basic  signs  of  success 
is  when  you  can  call  up  one  of  your  business  leaders  and 
ask  whether  the  portfolio  manager  assigned  to  that  function  is  provid¬ 
ing  value  and  is  part  of  their  team.  Another  key  measure  I  look  at  is  the 
quality  of  the  strategic  plan  for  the  given  function,  as  this  provides  the 
context  we  use  to  make  decisions  with  the  portfolio-management  process. 

I  also  look  at  what  I  call  project  mobilization:  how  often  ideas  are  fol¬ 
lowed  through  to  complete  business  cases,  allotment  of  work  and  resources, 
and  so  on.  My  IT  account  managers  (the  title  of  that  strategic  position)  are 
the  leads  on  this,  and  one  of  their  goals  is  to  shorten  that  idea-to-realization 
cycle  and  ensure  that  it  always  produces  high-quality  results. 

One  thing  to  be  careful  of  is  that  you  don’t  underestimate  the  demand 
that  will  arise  for  the  portfolio  managers’  services  once  people  through¬ 
out  the  organization  embrace  them— because  now  there  is  someone  who 
everyone  trusts  to  ask  for  help.  Make  sure  you  have  a  prioritization  process 
in  place  at  the  highest  level,  and  that  you  have  people  in  those  positions 
whom  you  can  count  on  to  make  the  right  decisions  on  what  is  necessary, 
not  just  desired. 
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call  in  The  cloud  in  all  its  many 
forms  is  the  subject  of  heated  debate 
in  IT  organizations  as  CIOs  participate  in 
mobility  initiatives  and  make  attempts  to 
corral  big  data.  In  this  Feb.  15  webcast, 
the  CIO  Executive  Council  is  partnering 
with  I  DC,  CIO  magazine's  sister  research 
organization,  to  provide  insight  into  how 
IT  leaders  can  help  the  business  adapt  to 
this  new  environment.  IDC  Vice  President 
of  Information  and  Cloud  Rick  Villars  will 
be  joined  by  Council  member  Ed  Mahon, 
CIO  at  Kent  State  University,  and  they  will 
discuss  the  developments  that  are  guid¬ 
ing  cloud  adoption  by  end  users.  Villars 
will  also  highlight  industries  that  are 
being  reshaped  by  cloud  solutions  and 
assess  the  implications  for  your  IT  orga¬ 
nization.  council.cio.com/IDC0212 


Rethinking  Preparedness 
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download  Council  member  Martin 
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Gomberg,  CIO  and  senior  vice  president 


O 


of  A&E  Networks,  recently  founded 


REX  ALTHOFF,  CIO,  FEDERATED  INVESTORS  AND  PRESIDENT 
OF  TECHNOLOGY,  FEDERATED  SERVICES  COMPANY 

FOSTER  UNDERSTANDING  ON  BOTH  SIDES 

ADVICE  Every  time  I’ve  restructured  a  technology 
organization  to  provide  greater  value,  the  most  important 
element  has  been  making  sure  that  my  business  peers 
understand  what  the  new  structure  means  and  that  they 
feel  a  sense  of  ownership  in  the  change. 

Usually,  these  efforts  to  add  new  portfolio  oversight  to  the  IT-business 
relationship  involve  significant  adjustments  to  processes— sometimes  even 
putting  in  processes  where  there  were  none  before.  It  doesn’t  only  mean 
that  IT  must  understand  the  business  better,  but  also  the  business  must 
understand  an  element  of  how  the  IT  group  works.  For  example,  when 
you  are  first  creating  this  kind  of  relationship,  business  leaders  often  do 
not  understand  the  prioritization  process  for  IT,  or  how  to  separate  discre¬ 
tionary  needs  from  enterprise  requirements.  Take  the  time  to  walk  them 
through  issues  such  as  this,  and  since  strategic  projects  should  involve  both 
IT  and  the  business  anyway,  make  sure  they  are  involved  in  the  prioritiza¬ 
tion  and  review  process. 

As  for  continually  fostering  the  relationship  at  all  levels,  in  the  past  I 
have  created  “day  in  the  life”  sessions.  In  these,  I  invite  two  or  three  of  our 
business  unit  leaders  in  for  an  hour  to  talk  through  what  they  actually  do 
on  a  day-to-day  basis,  and  I  encourage  my  IT  staff  to  ask  questions  about 
everything.  My  staff  obviously  learn  a  lot  from  this,  but  it  is  amazing  how 
much  it  impresses  the  business  leaders  that  we  are  truly  interested  in  them, 
rather  than  being  only  interested  in  documented  processes. 


the  Heroes  Partnership,  an  organiza¬ 
tion  that  brings  together  public-  and 
private-sector  leaders  to  improve  com¬ 
munities'  disaster  preparedness.  As 
part  of  this  effort,  Gomberg  developed  a 
white  paper  examining  the  importance 
of  enterprisewide  business  continuity 
in  today's  world  and  considering  what 
role  the  CIO  can  and  should  play  in  this 
environment.  It's  available  for  download 
now.  council.cio.com/DL0212 


Optimize  Reorganization 


call  in  IT  professionals  are  as  likely 
as  anyone  to  be  deeply  invested  in 
their  titles,  their  headcounts  and  their 
reporting  lines.  CIOs  who  reorganize  too 
often  (or  poorly)  are  in  danger  of  losing 
talent,  damaging  morale,  and  confusing 
the  business.  In  this  webcast  of  a  panel 
discussion,  CIO  magazine  columnist  and 
executive  recruiter  Martha  Heller  talks 
with  CIOs  who've  learned  the  right  way 
to  reorganize.  This  Feb.  14  webcast  is 
part  of  the  CIO  Executive  Council's  series 
discussing  challenges  covered  in  the 
monthly  CIO  Paradox  column. 
council.cio.com/WEB0212 
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MAPLE  LEAF  FOODS 

Embracing  Vanilla 

A  Canadian  food  giant's  CEO  and  CIO  team  up  to  enforce 
standardization  and  minimal  ERP  customization 


was  to  be  chosen  as  the  standard.  We 
adopted  three  golden  rules:  Don’t 
change  the  software;  adapt  our  pro¬ 
cesses  to  the  software,  not  vice  versa; 
and  ensure  the  integrity  of  the  data 
that  feeds  the  software.  These  rules 
have  been  an  extraordinary  facilita¬ 
tor  for  change  management,  because 
there’s  no  debate  about  standardized 
business  processes.  If  anybody  comes 
to  me  and  says,  “My  process  is  better,” 
the  answer  is  no. 

Hutchinson  If  someone  wants  to 
make  a  change  to  SAP,  Michael,  our 
two  COOs  and  our  CFO  and  I  all  have 
to  agree.  We’ve  had  less  than  one  hun¬ 
dred  modifications  to  date  that  are 
core  to  SAP.  Most  companies  at  this 
point  are  close  to  a  thousand  or  more. 
So  this  is  a  very  vanilla  implemen¬ 
tation,  which  will  allow  us  to  more 
easily  upgrade  and  stay  current  later, 
while  keeping  the  total  cost  of  own¬ 
ership  down.  And  the  sooner  we  get 
this  done,  the  sooner  we  can  move  to  a 
shared  services  operation,  which  will 
produce  even  more  efficiencies  and 
allow  us  to  invest  in  growth. 


Michael  McCain  Maple  Leaf  Foods  is  largely  a  product  of 
acquisitions  in  the  bakery,  meat  and  pasta  industries. 
Because  of  that  legacy,  we’ve  been  saddled  with  many 
different  operating  systems  and  processes.  To  compete 
in  the  new  reality  of  Canadian-U.S.  currency  parity,  we 
need  to  dramatically  reduce  cost  in  the  organization  by 
creating  one  set  of  business  processes  and  one  team. 


Jeff  Hutchinson  When  we  started, 
we  had  approximately  35  separate 
ERP  systems,  and  each  one  has  its 
own  processes.  What  we’re  going  to 
do  is  institute  one  instance  of  SAP, 
which  will  enable  one  set  of  common 
processes  across  Maple  Leaf.  A  lot  of 
corporations  spend  six,  eight,  10  years 
trying  to  do  this.  We’re  doing  it  in 
four  years  across  the  entire  corpora¬ 


tion,  including  HR,  accounts  payable, 
accounts  receivable,  supply  chain  and 
manufacturing. 

McCain  These  types  of  transfor¬ 
mation  initiatives  can  involve  a  high 
level  of  risk.  It  was  clear  early  on  that 
the  biggest  obstacle  we  would  face  in 
achieving  this  timetable  was  ongoing 
dialog  about  which  business  process 


McCain  The  extent  of  that  executive 
oversight  is  critical.  My  role  as  CEO 
is  not  to  be  in  the  stands  but  to  be  in 
the  game.  I’m  not  going  to  be  in  the 
game  to  the  extent  that  I’m  calling 
every  individual  play.  It  sounds  kind 
of  controlling  actually  to  say  that  the 
CEO  must  approve  every  change  to 
a  piece  of  software,  but  the  objective 
here  is  a  vanilla  approach. 

A  CEO  is  not  meant  to  be  just 
watching  the  happenings  of  what  goes 
on  in  his  business;  he  has  to  be  fully 
engaged  in  the  details.  Not  in  a  doing 
sense,  but  in  a  leading  sense. 


As  told  to  CIO  Executive  Council  VP 
Rick  Pastore.  View  a  video  interview 
with  Maple  Leaf  Foods'  CEO  and  CIO  at 
www. enterprisecioforum.com. 
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iDashboards  Enterprise  Edition  Version  7.5  is  redefining  the  dashboard  experience  with  stunning 
presentation  options,  an  expanded  chart  library,  interface  enhancements  and  new  dashboard 
development  features.  Captivate  your  users  with  the  leading  dashboard  platform  that 
offers  insightful  dashboards,  user-level  alerts,  what-if  analytics  and  instant  reports. 
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IT  Means  Business. 


Your  company  counts  on  you  and  your  IT 
organization  to  help  maintain  its  competitive 
edge  with  innovative,  high-impacttechnologies 
that  run  and growthe  business. 

We  want  to  know  how  IT  makes  your 
company  thrive. 

Our  CIO  100  awards  celebrate  the  many  ways  that  IT  accelerates 
business  value  and  delivers  strategic  advantage  to  the  enterprise 
Perhaps  you  took  a  riskon  an  emergingtechnology  or  deployed 
the  tried-and-true  in  a  fresh  new  way.  Maybe  you’ve  revamped  a 
critical  business  process,  improved  collaboration,  pursued  new 
markets  or  gotten  closer  to  customers  through  IT. 

Whether  technology  is  improving  your  organization’s  bottom  line 
or  boosting  its  top  line,  if  you  can  show  measurable  results  from 
successful  IT  innovations,  your  colleagues  and  our  readers  wantto 
know  about  it. 

Become  one  of  the  100. 

Presented  by 

CIO 

BUSINESS  TECHNOLOGY  LEADERSHIP 


CIO  100  honorees  will  be 
recognized  at  the  annual 
CIO  100  Symposium  &  Awards 
Ceremony,  August  19-21,  2012, 
at  the  Terranea  Resort  in 
Ranchos  Palos  Verdes,  California 
Honorees— and  their  winning 
ideas— will  be  featured  online  as 
well  as  in  the  August  2012  issue 
of  CIO  magazine. 


Historic  Facelift 

Mummies  make  fascinating  exhibits,  but  they  can  leave  visitors  wondering:  Who  was  this  person? 
Researchers  used  to  reconstruct  mummies’  faces  using  skull  casts  and  modeling  clay— a  time-consuming 
and  sometimes  risky  process.  Now  Freeform,  3D  design  software  created  by  Sensable,  allows  sculptors  to 
make  more  accurate  models  without  ever  handling  the  artifact.  “It’s  like  sculptural  CAD,”  says  Joan  Lockhart, 
Sensable  VP  of  marketing.  “Like  having  a  lump  of  Play-Doh  on  your  screen  and  using  a  stylus  to  sculpt.”  Joe 
Mullins,  a  forensic  artist  hired  by  the  Smithsonian’s  National  Museum  of  Natural  History,  used  Freeform 
to  recreate  the  face  of  a  mummy  believed  to  be  a  3-year-old  boy.  Mullins  says  he  works  from  what  the  skull 
tells  him,  building  details  layer  by  layer.  His  finished  product,  a  3D  image  of  the  boy’s  face,  is  on  display 
now  as  part  of  the  Eternal  Life  in  Ancient  Egypt  exhibit.  Mullins  hopes  Freeform  will  be  used  in  criminal 
investigations  next.  “You  get  a  better  representation  of  the  face  a  person  had  in  life.”  —Lauren  Brousell 
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U.S.  ARMY  RESEARCH,  DEVELOPMENT  AND  ENGINEERING  COMMAND 


Bill 


Mission  Accomplished:  $134  million 
in  energy  savings,  guaranteed. 

Aberdeen  Proving  Ground,  Maryland,  is  a  94-year-old  U.S.  Army  installation  with  a  21st  century 
mission. ..an  executive  order  to  cut  energy  use  by  30%  by  2015. 

To  meet  this  challenge,  the  U.S.  Army  partnered  with  Johnson  Controls  to  upgrade  buildings  across 
its  72,500-acre  testing,  research  and  training  installation. 

Johnson  Controls  is  making  laboratories,  work  spaces  and  living  environments  more  energy  efficient. 
This  includes  advanced  utility  metering,  high-efficiency  lighting  and  the  installation  of  Metasys®  to 
monitor  and  control  building  systems. 

The  result?  The  installation  is  expected  to  reap  $134  million  in  energy  savings  over  the  next  20  years. 
Expected  greenhouse  gas  emission  reductions  will  be  26,500  tons  annually-the  equivalent  of  taking 
more  than  4,700  vehicles  off  the  road.  Through  performance  contracts,  Johnson  Controls  is  guaranteeing 
the  energy  savings,  which  offset  the  expense  of  the  projects.  All  this,  while  providing  a  more  comfortable 
environment  for  our  service  men  and  women,  and  their  families.  Mission  accomplished. 

To  find  out  how  Johnson  Controls  can  make  your  buildings  work  for  you  more  efficiently,  sustainably 
and  profitably,  visit  MakeYourBuildingsWork.com. 

Johnson  U|* 
Controls 


Johnson  Controls  ranked  #1  in  Corporate  Responsibility  Magazine's  12th  annual  "100  Best  Corporate  Citizens  List” 


©ShoreTel 

Brilliantly  simple " 


A  MOBILITY  SOLUTION  EVERYONE  WILL  LOVE. 


Introducing  a  new  way  to  keep  your  mobile  workforce  1 00%  in  touch  and  then  some.  Not  just  the  usual 
features  that  keep  your  workforce  on  the  radar.  But  a  full  on  solution  that  extends  enterprise  UC  to  all 
smartphones  with  any  PBX  including  Cisco,  Avaya,  ShoreTel  and  others.  Employees  use  the  smartphones 
they  love.  IT  leverages  the  PBX  that's  already  in  place.  And  management  gets  the  savings  and  productivity 
it  needs.  Which  is  something  everyone  can  feel  good  about.  Learn  more  at  shoretel.com/mobility. 


Watch  video 
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